The authors would like to thank the many people who contributed to the development of this paper, and also to thank the editors and anonymous reviewers for their constructive comments that helped to considerably improve the original submission. by the companies to assess the efficacy of the strategies in terms of changes in drinking behavior. The evidence for both national and transnational firms means that is difficult to confirm that the responsible drinking programs produced so far in Brazil have been undertaken to systematically reduce alcohol problems, or mainly as part of a public relations strategy to reduce criticism and potentially forestall government regulations
Introduction
The last two decades have seen a sustained emphasis in research on the effects of alcohol marketing on alcohol consumption. The benefits of this work include an increased understanding in the health community and general population of the importance of regulating alcohol marketing to help reduce related harm. As part of this effort, researchers have analyzed the communication strategies and impacts of alcohol industry responsible drinking programs (RDPs) in North America, Australia and Europe (Barry & Goodson, 2010; Munro, 2004; Wallack, 1992) . However, although these studies found that RDPs were not effective prevention strategies and had more to do with public relations than public interest (DeJong et al., 1992; Wolburg, 2005) , this line of research has remained underdeveloped in Brazil.
The alcohol industry has positioned RDPs as part of their corporate social responsibility (CSR) programs. The concept of CSR dates back to the 1970s, when public concern about the consequences of unregulated economic growth helped revive notions of social responsibility in corporations (Banerjee, 2008; Carroll & Shabana, 
M A N U S C R I P T A C C E P T E D ACCEPTED MANUSCRIPT
-3 -positive or negative; c) third-party organizations - (Anderson, 2003) calls these "social aspects organizations" -can effectively represent the industry in policy debates and influence the development of alcohol policy; d) alcohol marketing should be self-regulated; e) despite some apparent risks, alcohol can also provide benefits to society, like pleasure (Anderson, 2003; ICAP, 2011) .
In Brazil, and in South America more generally, policy development and research on alcohol marketing have evolved slowly. The Brazilian government has undertaken a series of initiatives over the last several years aimed at reducing alcohol misuse, but harm rates remain high: fully 25% of adults recently reported at least one problem related to drinking and 9% reported alcohol dependence. Among teenagers, 21% of males and 12% of females reported binge drinking . In this paper we investigate alcohol industry RDPs in Brazil in the context of CSR and alcohol control policies in the country, using findings from qualitative research that examined the RDP strategies of alcohol firms operating there. The exploratory study focused on the RDP goals, program components, target populations and evaluation methods of the six leading alcohol companies in Brazil (three transnational -Diageo, Ambev and Femsa -and three national -Schincariol, Müller and Petrópolis) with the goal of better understanding the industry's RDP strategies.
Methods

Sample selection
The study focused on the top six Brazilian alcohol companies, based on market share and national alcohol consumption data. The four largest breweries by market share M A N U S C R I P T
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-4 -(Femsa, Ambev, Cervejaria Petrópolis and Schincariol Group) in 2008 collectively produced 95% of the beer sold in Brazil (SINDICERV, 2005) . Beer is a prevalent alcoholic drink in Brazil and constitutes more than 50% of all alcohol doses consumed annually Pinsky et al., 2010) . The other two alcohol companies in the sample (Diageo and Companhia Müller de Bebidas) produce pre-mixed drinks or "alcopops" (spirits mixed with soda or industrialized juice) as well as other alcohol products.
Data collection
As no authoritative list was found of RDPs in Brazil, the first phase of the project was to develop a database of programs using Google and corporate websites. All RDP information found on the Internet relating to the sample was listed and subsequently analyzed for contents relating to program goals and components. Three different types of programs were found: i) institutional action: programs to raise awareness at pointof-purchase (POP) and in the workplace; ii) drink-driving: campaigns targeted at raising awareness about the consequences of driving while intoxicated (Cramer et al.) ; and iii) underage drinking: programs aimed at discouraging underage drinking and enforcing the legal purchase age.
After an initial content analysis of the web information (Bardin, 2004) , the companies were contacted by phone to identify key-informants (KIs). The selection criteria were that the person had to a) work in the company and b) be nominated by more than one employee in the company as the individual responsible for RDPs. If the individual who answered the initial phone call did not know who was in charge of RDPs, they were asked to transfer the call to an employee who might know. One KI from each company was identified and five semi-structured interviews (Patton, 2002) were Corporate documents (paper and electronic) were collected during the web search and the interviews, resulting in 71 internal and external documents -42 from Ambev, 10 from Femsa, 13 from Diageo and 6 from Schincariol. Internal documents were obtained from the KI's during the interviews or through post or email. These materials included print advertisements, corporate reports, newsletters, pamphlets, and M A N U S C R I P T
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-6 -electronic documents and presentations. Ambev's KI prepared a briefcase containing brochures, magazine ads and folders of its RDPs. FEMSA's KI also sent by post its RDP pamphlets. External documents were collected from the companies' websites or those of partners such as marketing agencies, and included press releases, online corporate reports, television commercials, and online pamphlets.
The research project was reviewed and approved by the Brazilian Research Ethics
Committee from the Federal University of São Paulo in compliance with funding and institutional requirements.
Data analysis
The corporate documents and interviews were analyzed using a content analysis protocol that followed a coding, categorization, and inference process (Bardin, 2004; Quivy & Campenhoudt, 2008) . All corporate documents were reviewed in joint sessions with three readers, and categories were developed that captured the full range of RDP-related contents. Areas of disagreement or uncertainty were resolved by reexamining the materials in the group and, where necessary, by obtaining clarification from the companies' representatives through email. Two forms of data triangulation were used, as suggested by (Patton, 2002) : triangulation of source (KI interviews, external documents and internal documents), and analyst triangulation (categorization and inference by two or more researchers). Such procedures provide the best guarantee of validity and reliability with qualitative data. In this way, interpretations and inferences could be developed along with plausible explanations and conclusions.
Four kinds of documents and goals were described. The first, 'institutional communication', included documents aimed at informing stakeholders (mainly shareholders) about the company's RDPs, such as annual reports, newsletters, and The interview recordings were transcribed and analyzed using the same content analysis approach with the goal of obtaining more detailed information about RDPs, and capturing the KIs actual comments. The first step was to code the responses according to program goals and components, target populations and evaluation. Next, the researchers looked for key comments and explanations associated with these categories (Patton, 2002) .
Results
Institutional action
Diageo Another Ambev program is an annual corporate event ("Gente do Bem" -"People Doing Good") that involves the companies' employees as "ambassadors for the prevention cause in-house".
Drinking and driving
Ambev As a one-off initiative, Diageo featured "Smirnoff" in a television commercial as part of an underage drinking prevention campaign in 2007. That the commercial was aimed at young people is clear from its language and message: "Drinking too much is going to ruin your party and make you 'call for UGGO'" (a common expression for "vomiting").
Measuring results
We were not able to obtain detailed information about RDP evaluation results, but there appeared to be a reluctance to endorse impact measurement. For example, Femsa's KI advised:
" If anyone tells you there are methods to measure this kind of effort in
Brazil it must be a lie".
Consumer recall methods were used in some cases to assess impact (Femsa and Ambev), but both companies considered the information proprietary, and did not share actual findings. The researchers requested access to impact findings after the interviews, but the requests were declined through e-mail: programs (Ditter et al., 2005 ), Diageo's use of a Formula One driver in its communications in our view confounds rather than supports responsible driving as an antidote to drinking and driving. These programs do not seem to have been designed from a public health perspective (Munro, 2004) , and without hard evidence of their efficacy, they appear to be little more than another form of self-promotion (Jernigan, 2009 ). The net effect is that the epidemiological problems related to alcohol could end up being attributed to those irresponsible individuals who misuse the drug by drinking to excess, drinking and driving, and drinking at too young an age, as well as to the government for failing to curtail these behaviors, while the industry is able to market their products with messages that continue to encourage people to drink. Although it is quite difficult to define what leads firms to adopt certain CSR activities (Dunfee, 2008) , in the case of RDPs, this research suggests that alcohol companies that participated in the study were undertaking limited interventions and not following a public health agenda.
A lasting benefit of the approach they have adopted seems to be that it "kills two birds with one stone" by continuing to promote consumption of their products and brands, M A N U S C R I P T
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Conclusions
This study had several limitations, including its exploratory design and limited discussion of scientific evidence for how RDP impacts might be evaluated more comprehensively and effectively. Nevertheless, the findings show that, although transnational companies operating in Brazil appear to be concerned with developing responsible drinking initiatives, their program evaluation measures -when they were reported -did not follow accepted standards of evaluating behavior change as an indicator of effectiveness. In sum, their concerns appear to be focused more on offering programs than identifying health outcomes.
We propose two possibilities for a future research agenda for RDPs: 1) randomized clinical control trials of the main alcohol industry programs, funded by the government and carried out by academic researchers; 2) a cross sectional survey on bars and restaurants to investigate the implementation of the RDPs presented by the industry and their acceptance among staff and owners. It is important that these studies not be funded by the industry, in order to guarantee integrity of data and avoid criticism.
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